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With the development of electronic technology and people’s standard of living, 
home electronic weighing apparatus, as a nova, is becoming more and more popular in 
the weighing apparatus industry. China is becoming the biggest exporter of home 
electronic scales in the world, it’s about 70% of home electronic scales are exported 
from China. Under this background, the competition in this industry is more and more 
fierce. 
TT Company, a middle-small private enterprise, enters into home weighing 
apparatus industry for breaking away from hot potato. At marketing area, TT Company 
gradually shows its declining tendency because of today’s fierce competition and 
company’s traditional product oriented concept. We hope we can find the marketing 
problems in TT Company by analyzing TT Company’s marketing actuality, and then 
hope we could make suggestions on TT Company’s marketing and make sure that TT 
Company can grow better. 
In this thesis, we analyze TT company’s internal and external home electronic 
scale’s marketing environments, analyze TT company’s current strategies on home 
electronic scale’s marketing. We reposition TT Company’s marketing on home 
electronic scale, and then point out the marketing strategies on home electronic scale. 
We also further come out the actions on ensuring the execution of marketing strategies. 
We hope that this thesis can provide suggestions on TT Company’s home electronic 
scale’s marketing; furthermore, we also hope that this thesis can be used for other 
similar electronic products’ reference on marketing. 
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第一章  导论 






1、 结合 TT 公司目前的实际情况，阐述本文研究的必要性，并提出本文
研究的基本思路以及主要内容。 
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第二章 论文有关理论综述 
第一节 STP理论 
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